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• Customer (Constituent) Relationship Management
software is widely used in both public and private 
organizations to manage interactions and build 
relationships with customers. 

• In a nutshell, the software is a tool for managing 
incoming and outgoing communications across multiple 
channels and audiences.

• CRM software packages are available from a variety of 
companies, and can vary in their functionality. 

CRM Defined



• CRM provides a 360° view of a constituent’s 
relationship with your college or university:
Email exchanges, phone conversations, chat 
sessions, Web visits, mailings, and in-person 
interactions.

CRM Defined



CRM Defined



• Minnesota’s only 
research university

• 28,957 
undergraduates 
(50,402 total 
students)

• Ranked 7th-best 
research university 
by University of 
Florida study (2005)

University of Minnesota–Twin Cities



• Our overriding recruitment 
philosophy is to provide extra-mile 
customer service, because we 
believe that by serving others, the 
University serves itself.

Customer-Focused Philosophy



How the University of Minnesota 
Office of Admissions uses CRM:

• Self-service portal (Knowledge 
Base)

• Phone 
message 
tracking

• Email response



Customer Service Challenges

• Fifth-straight record year for freshman 

applications (25,000+ for fall 2007)

• Larger, multi-year inquiry pool

• Increase in competitiveness of admission



Outcomes

• In calendar year 2006, we had a 47% 

decrease in inbound email (compared with 

2005)

• Our Web’s self-service rate is 97.6 percent

• Our phone hold time averages 23 seconds

• No added staff



• Expand pilot beyond admissions

• Upgrade software license to include 
other functions
– Marketing campaign tools
– Counselor automation
– Chat

Next Steps



University of Michigan

• Almost 27,000 applications this year 
(record)
– 2/3 from out of state students

• About 12,300 admits
• Freshman class of 5,400
• Undergraduate enrollment = 24,949
• Graduate enrollment = 9,730



The Situation and the Solution
• General Calls Center being overwhelmed by emails!
• Our expectation – high customer service
• FY 02

– 49,755 emails
• FY 03 

– 93,280 emails
– Email dialogues
– 2.5 weeks to respond at peak seasons
– .5 FTE to manage – moving to 1 FTE

• FY 04 - Implemented CRM Knowledge Base
– Total emails/incidents annually = 6,000-7,000
– Accurate information available 24/7/365
– 98.9% self service rate



Customer Service and 
Marketing

Questions

Marketing

• Updated by season



Leveraging the solution
• Using chat functionality
• Utilizing confidential Q&A as an office intranet
• Expanding to four interfaces

– Adding Registrar’s Office, Orientation, Graduate Admissions
– Assisted with implementation
– Semiannual meetings (or as needed)

• Email group
• Sharing best practices
• Coordinate implementation of new versions
• Discuss shared issues, and seek resolution with vendor

• Expanding use of work queues.  
– To support paperless review



Next Steps
• Attempt to get University-wide solution unsuccessful
• We will implement communications and marketing portion of 

solution in FY 08
– UM Ross School of Business already using functionality (but 

they don’t use Knowledge Base!)
• Very happy with results
• Using to communicate about MBA and Executive MBA 

programs, as well as Alumni Relations and Development
• .3 FTE to manage

• Post Proposition 2 (ending affirmative action in admissions in 
Michigan)
– Expanding early prospect pool for targeted groups
– Consistent, personalized, regular messaging – guide them 

through high school (curriculum choices, extracurricular 
involvement, enrichment opportunities)

– Campaigns – setup and let them run
– Pilot using different product in the summer of ’06 helped 

increase number of early application from URM students



How the University of Michigan 
Office of the Registrar uses CRM:

• Centralized e-mail 
message access 
and tracking

• Workflow 
(Queues) 

• Self-service portal 
(Knowledge Base)



How the University of Michigan 
Office of the Registrar uses CRM:

Self-service portal (Knowledge Base)



How the University of Michigan 
Office of the Registrar uses CRM:

Centralized e-mail message
access and tracking



How the University of Michigan 
Office of the Registrar uses CRM:

Workflow (Queues) 



Questions??



Contacts

– University of Minnesota-Twin Cities 
• Kelsey Quiring, Assistant Director of 

Admissions: 612-626-1259, 
ande2909@umn.edu

– University of Michigan
• Christopher Lucier, Director of Recruitment 

and Operations, 734-647-8290, 
clucier@umich.edu 

• Paul Robinson, University Registrar, 
734-647-3502, probins@umich.edu
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